




























































の多様化（Prayag et al., 2015），アジア市場内で





























































































































































































































































2003   53,970  127,204 
2004   49,975  115,888 
2005   49,324  111,444 
2006   50,388  116,842 
2007   65,314  75,187 
2008   67,500  138,042 
2009   69,081 91,314 119,728 
2010 3,440 52,533 70,818 96,673 132,399 
2011 4,395 73,370 79,744 100,978 121,552 
2012 4,817 71,953 92,406 105,282 126,924 
2013 5,992 85,066 93,946 103,265 127,986 
2014 7,917 105,351 104,793 122,618 124,294 
2015 10,301 122,255 119,158 136,807 145,105 
2016 12,776 141,133 128,573 152,213 153,805 
2017 16,495 173,688 134,459 177,219 161,081 
a）ハルシュタット村長提供資料．
b） オーストリア統計局Statistik Austria: Tourismus in Österreich（各年）．ただし数値は表記年
前年11月から表記年10月まで．
































































































































































日 行動・見学場所等 滞在時間 宿泊地 食事 
















































11 ミュンヘン空港→上海浦東空港 1   食 
太字は世界遺産登録サイトを有する目的地を指す。2018年9月出発のツアー料金は16,000-17,000元であった．
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Commodification of the world heritage site in Hallstatt, Austria: An Analysis of Overtourism in 
World Cultural Heritage Sites in Europe
KUREHA Masaaki 
Faculty of Life and Environmental Sciences, University of Tsukuba
In Europe, there are many world heritage sites where commodification of the site is causing overtourism through in-
creasing numbers of visitors, an outgrowth of the globalization of international tourism in the recent decade. This study ex-
amines commodification of world heritage sites through an analysis of overtourism in Hallstatt in the Austrian Alps. UNE-
SCO designated the “Hallstatt-Dachstein/Salzkammergut Cultural Landscape” as a World Heritage Site (cultural) in 1997 . 
The town of Hallstatt plays a central role in tourism due to its famous history, such as the Hallstatt culture in prehistoric 
times with its salt mining, as well as its picturesque landscape with tiny wooden houses, lake, and surrounding mountains. 
While there was no increase in visitor numbers for over ten years after being registered in 1997 , the number of one-day 
visitors began increasing rapidly in the small village around 2014 . Visitors are predominantly Chinese, who come by coach 
operated by an eastern European bus firm as part of a circuit package tour sold in China, and visit various World Heritage 
Sites in Central Europe. In recent years, overtourism has developed, causing significant problems: noisy chatting, trespass-
ing on private property, operating drones, etc. The Commune has tried to mitigate overtourism by installing signs that ask 
visitors to respect the quiet lives of the local people, and to understand that Hallstatt is no museum. A group of local people 
recently tried to solve overtourism by reducing the number of coaches in town through a dramatic increase in parking fees 
and the creation of a new parking system.
Keywords: world heritage site, commodification, international tourism, globalization, overtourism, Hallstatt
